PRINTERS’ 


A JOURNAL 


VoL. II. 


NEW YORK, 


ISSUED WEEKLY. 


is the favor with which this 
PRINTERS’ INK—A 
Journal for Advertisers, is received by 
the public, that we are able to an- 
nounce that, commencing Wednesday, 
January 1, 1890, it will 


Such 


little publication: 


be issued 
weekly, 

The growth of the subscription list 
been such that can and 


guarantee to our advertisers for 1890, 


has we do 
a regular issue of 20,000 copies. 

To avoid any possible cause of dis- 
satisfaction, the Weekly edition will be 
sent to all subscribers to the Semi- 
monthly, for the full time for which 
the subscription has been paid. 

Advertisers want PRINTERS’ INK be- 
cause it instructs them concerning the 
preparation and placing of effective 
advertising. 

Newspaper men want it because it 
contains arguments which favor adver- 
tising, and which can be used to ad- 
vantage in inducing a larger advertis- 
patronage from local customers : 
they also subscribe for duplicate copies 
for the purpose of presenting compli- 
mentary subscriptions to advertising 
vatrons, looking for their profit in the 
robability that the perusal of this lit- 
tle journal will tend to make large ad- 

ertisers of small ones, and still larger 
of the great ones. 

Having decided, as stated above, to 
PRINTERS’ INK weekly during 

coming year, and having already 
ficient indications of the apprecia- 
nin which the paper is held to en- 
le us to guarantee for it a regular 
lion exceeding 20,000 copies in 
)0, we are led to a re-consideration 
the question of rates for advertise- 
nts to be inserted in PRINTERS’ INK. 


ng 


ue 


FOR 


DECEMBER I 


NK. 


ADVERTISERS, 


- 


5, 1889. No. 11, 


The advertising rates for the past 
year have been 25 cents a line and $25 
a page; but the value of an advertise- 
ment in this little paper depends very 
much on the fact that the space which 
has been devoted to advertising has 
always been kept small ; the space has 
been, is, and must be limited, and con- 
sequently the price of an advertisement 
in its columns cannot and must not be 
cheap. 

Advertisements will hereafter be set 
in agate type, 100 lines to the column, 
200 lines to the page. At 25 cents a 
line the price for a page will be $50; 
one-half page, $25; one-fourth page, 
$12.50. A higher rate will be charged 
for preferred positions, as follows : 
$100 for the first or last page or the 
page next following reading matter; 
$75 for the second page or the page 
preceding the last. 

It is believed to be advisable to ad- 
here to the line price, after the new 
year, for the purpose of keeping the 
advertising pages within the narrow 
limits necessary to maintain their stand- 
ard of value. 

But with the view of being assured 
a regular income, we are willing to re- 
ceive advertising orders, for the coming 
year, from selected papers at $25 a 
page each issue. 

A page may be ordered for one 
time, a month, three months, or a 
year; for every issue, for once a month, 
or for once a quarter. Whatever is 
ordered now, or previous to December 
31st, 1889, can be had at $25 per 
page, $100 a month, $325 a quarter, 
$1,300 a year. 

A consideration of these facts is re- 
spectfully asked. 

Gero. P. Rowe i & Co., Publishers, 
10 Spruce Street, New York. 
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TADIES HOME 
Jie JOURNAL 


Has a larger circulation than any other 
periodical, newspaper or publication of 
any sort in America,—more than half a 
million copies each issue—of which 422,- 
318 during the past year, were paid cash 
in advance axzzua/ subscribers—paid for 
at the full regular subscription price, and 
subscribed for solely upon the merits of 
the Journat alone; no premium or free 


gift of any sort ever being given ¢o a 
subscriber. 


No advertisements are admitted to its celumns unless the 
advertiser has a satisfactory commercial rating or is personally 
known to the publisher as a thoroughly reliable business house. 


We reach the best society at more 
than 35,000 post offices, mostly in cities 
and towns 4 5,000 population and up- 
ward. They are the cultivated and re- 
fined women of means who buy the 
best to be had, either by mail or by fre- 
quent personal visits to the larger cities 
of Philadelphia, New York, Boston or 
Chicago. 

Advertising rates: 2.00 per agate line each insertion, 


CYRUS H. K. CURTIS, Pusiisuesr, 
PHILADELPHIA, Pa. 
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ENTERED New YorK Post 


Il. 


AT THE 


Vol. 


AN INDIANA EDITOR 
WITH THE 
AGENTS. 


HAS FUN ADVERTISING 


The National Journalist, in its No- 
vember issue, publishes an address de- 
livered before the Northern Indiana 
Editorial Association by W. D. Page, 
of the Fort Wayne Daily News, and 
advises its readers to enjoy a hearty 
laugh at the wittv manner in which Mr. 
Page handles the agent. 

Below is reproduced a rather long 
extract from Mr. Page's address, and 
whoever reads it, be he publisher, ad 
vertiser or agent, will perceive that it 
is very funny indeed : 

Recently I received the following letter : 

McMutren Woven-Wire Fence Co., | 

Cuicaco, Iix., April 9, 1889. | 

he News, Fort Wayne, ind. : 

The name of your paper has been returned 
to us by Lord & Thomas as having refused 
our advertisement. As we know of no good 
reason why you should do this, we would be 
glad to have your explanation, if you have 
ne to offer. Please answer us by return 
nail, and very much oblige, yours truly, 

D. S. McMutven, Manager. 

I answered the letter promptly, and re- 

ived the following reply: 

Dear Sirn—We are in receipt of your val- 
ed favor of the roth inst., and are very much 

iged for the information it contains. You 
isk why we do not do our advertising direct 

th the newspapers instead of patronizing 
agencies. Our reason is this: Several 
rs ago, when we began to advertise quite 
tensively, we wrote to a large number of 
ipers asking for their best prices on a cer- 
sized “ad” and a given number of inser- 

s. When we received their figures, we 

the same thing up for competition among 

mber of agencies, and found that they 

ild do the same business at about 20 per 

t. less than the best prices we could obtain 

in the same papers! The only conclu- 
we could come to was that the papers 
d rather take business from the agencies, 
at 30 to 40 per cent. less than they would 

us, and we have since been doing all our 
ertising through the agencies. 

Ve this year decided to use a number of 

ers similar to your own in different parts 

he country, and made a contract with 

1 & Thomas forinserting the same. They 

rted quite a list as having refused the 
,' but gave no other reason. Before set- 
« with them we concluded we would com- 


OFFICE 


NEW YORK, DECEMBER 15, 1889. 


FOR ADVERTISERS. 


AS SECOND-CLASS MAIL-MATTER. 


No, It. 


municate direct with the papers and know why 
they refused it Thanking you again for your 
valuable information, we remain, 
Yours truly, D. 5S. McMvuiten, 
Manager. 

Is it true, gentlemen, that we would rather 
take business from the agencies at 30 to 40 per 
cent, less than from business men? Certainly 
not ; but it is true that the methods of the ad- 
vertising agent, the shrewd system he has in- 
augurated, together, | am forced to add re- 
luctantiy, with the unbusiness-like ways of 
the newspaper guild, have brought about 
this condition of things. thus, the 
vertiser is forced, through a simple desire 
of self-protection, to go to the middle man, 
who is able, through the short-sightedness 
of the publisher, to outbid him for business 
in his own domain. You have all read the 
experience of the Ilinois druggist as recently 
published. A New York wholesale house, 
with whom he was doing business, wished to 
piace an advertisement in his local papers of 
certain goods, the “‘ad*’ to bear his name at 
the bottom as agent. He secured propositions 
from two papers. They were duly forwarded 
and returned by the New York house, with the 
indorsement that the figures were very much 
too high, and that an advertising agent had 
quoted a less figure for the same work in the 
same papers. The druggist reported the in- 
formation to the publishers, both of whom de- 
nied it in toto, declaring by all that was holy 
that they had quoted him_ rock-bottom. 
Imagine the surprise of the local druggist, 
therefore, when, a few days thereafter, he saw 
the “‘ad’’ appear simultaneously in _ both 
papers, with his name duly attached, and pict- 
ure, if you can, his consternation upon receiv- 
ing, a few days later, a copy of the contract 
wherein the printer had agreed to do the work 
for one-third the price offered to him, and with 
a discount of 25 per cent, 


**Disagreeable as it may be,”, says 
the Journalist, ‘it must be acknowl- 
edged that the publisher is quite as 
much to blame as is the advertising 
agent for the demoralized condition of 
foreign advertising rates.”’ 

The actual fact is that the schedule 
of rates in use by a majority of news- 
papers is so much too high that it 
causes the publisher to be in a state of 
readiness to make a reduction whenever 
he is asked to do so; and when in this 
frame of mind the transition is easy to 
the point of making a greater reduction 
than is proper. Whenever a publisher 
realizes that his rates are too high he 
will find it impossible to avoid breaking 
them!—{ Zd. Printers’ INK.] 


ad- 
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dA STROKE OF GENIJUS. 


IT is almost always advisable for an 
advertiser to use for display lines the 
plainest kind of type to be obtained, 
and to give lower-case letters the pref- 
erence over capitals. This may be set 
down as a rule’; but doubtless every 
rule has its exception. The following 
advertisement is a case in point : 


TO PURCHASERS OF REAL 
ESTATE 





Who desire a loan 
To complete their purchase. 

The Title Guarantee and Trust 
Company will examine, and on ap- 
proval, guarantee your title, and at 
the same time provide any reasonable 
loan desired without extra expense 
for securing the loan. 

Apply directly to the Company. 
No commissions, and no ‘extras for 
searches.” 


TITLE GUARANTEE 
AND TRUST @ 


26 COURT 8T., 
ow "YorE. BROOKLYN. 


CAPT AND SURPLUS, $1,149,052 
John W. Murray, President. 


The name of the advertiser in this 
case is long and very difficult to make 
conspicuous if set in any ordinary type. 
The advertiser, therefore, has resorted 
to a drawing, causing the letters of the 
name to be made into a picture com- 
posed of capital letters. They are not 
particularly plain, or easily read, and yet 
considering the well-to-do and conse- 
quently (probably) well-educated class 
to which this particular advertise- 
ment appeals; no one of that class 
has any difficulty in making out the 
name. It also answers for a sort of 
trade-mark, for the name expresses the 
business. The effort to surmount a 
difficulty has here been crowned by 
such conspicuous success that the result 
may be considered a stroke of genius. 

Frank Srppa.ts’ Orrice & Factory, 
Beach and Brown streets, Philadelphia. > 

December 3, 1889. 
Geo. P. Rowell & Co.: 

* We think that an advertisement 
should be so worded and so displayed as to at- 
tract the attention of everybody—even those 
who think they don’t have any use for the 
article advertised—and then keep at the good 
work until even they find that it is something 
THEY have been needing all the time but 
didn’t know it. Very truly yours, 

Frank SIDDALLS. 





hoe 








-RINTERS’ INK 


MR. JOHN MANNING. 


had 


“OB : that mine adversary 
written a book.”’—Jow. xxxi., 35. 
THE PROMISE OF IT, 


Geo. P. Rowell & Co. : 


Dear Sirs—I send you the introduction to a 
new essay on newspaper advertising, writing 
my sincere convictions, and writing them as 
free from prejudice or self-interest, or from 
any motive otherwise than to discuss a sub- 
ject that 1s of pre-eminent utility. I natural- 
ly refer to you as the most enterprising, the 
most daring of the fraternity. You are priut- 
ing in your Print ers’ INK extracts from old 
advertisements of mine and crediting them to 
J. Walter Thompson. Why you condescend 
to do so is to me mexplicable. In all refer- 
ence to my last essay you have thought fit to 
omit my name. When you credit it toa man 
like Beckwith, that has nothing to recommend 
him but stupendous side-whiskers, with all the 
intelligence he asks you to credit him with, 
perhaps you would pay a man to write fresh 
and original matter for Printers’ Ink. You 
know my method of reasoning, and that I aim 
at clearness, and that I am by education some- 
what better than men like Bates or even most 
of those that discuss the subject. 

Address me care the Philadelphia Record. 
Very respectfully, 
Joun MANNING. 
PuHiLape rua, Pa., Nov. 27, 1889. 


THE INTRODUCTION, 

Having recently written an essay 
on ‘‘The Modern Advertisement : 
Its Resources and Curiosities; and 
knowing it was imperfect and incom- 
plete, and also recognizing that there 
are others in the business possess- 
ing a wider experience of its details 
than the writer, some apology or ex- 
planation is due for entering on a sec- 
ond venture in the same line. 

The present effort, however, will aim 
to map out the groundwork for more 
experienced and capable writers, and 
will include the following : 

The advertisement and its literature 

The advertising agency business and 
its services to newspapers and advertisers 
alike. 

The value of newspapers for adver- 
tising purposes. 

Also observations on the value of re- 
ligious and trade journals, magazin: 
and miscellaneous publications. 

If my efforts shall not meet the ex- 
pectations of publishers and adver- 
tisers it shall be no fault of mine, and 
every word in the pamphlet shall aim 
to express the sincere conviction of the 
writer and to give a reason for it—Mr 
Rowell of New York, Mr. N. W. 
Ayer of Philadelphia, and Mr, Chas 
H. Fuller of Chicago, have far more 
experience in certain branches of the 








PRINTERS’ 


newspaper advertising bugjness than 
the undersigned, and if I quote their 
opinions it shail be done faithfully in 
the interest of the reader, and not at 
all to the profit of the writer or from 
any interested or sinister motives. With 
this introduction, I promise to make 
my best efforts to clear the way for a 
more intelligent conception of the sub- 
ject than has been attempted hereto- 
fore. 

JoHN MANNING, Philadelphia. 


> 


IT SHALL BE 


DONE! 


Nov. 27, 1880. 


ers Printers’ Ink, to Spruce street, 


w York City 
GenTLEMEN—I notice your kindly inten- 
tions shown in making quotations trom my 
various circulars and crediting same to “*J. W. 
Thompson. The first sentence in second 
quotation, on page 115 of your November rst 
number reads as follows: ‘To be conspicu- 
us in a crowd J must have marked char- 
acteristics. While Jersonadly and among 
my /riends | am known by my middle name 
as Walter Pe ig still, in my dusiness, I 
am known as J. Walter Thompson and net 
J. W. Thompson. There are probably from 
two to three hundred eye 5-5 B the United 
States known by the name of * . Thomp- 
son” and there are only two pe: rsons by the 
name of J, Walter Thompson to my knowl- 
edge, one of whom lives in Detroit, Mich., 
and the other is myself. My reason, there- 
fore, tor objec “tion is obvious, 

From these remarks you will readily unde r- 

sté tand that “‘ there is method in my mi adness 

* parting my name in the middle.’ 

eo in case you should wish to continue 
the courtesy of quoting from my circulars, 
please give the credit tomy 4usiness name, 

and oblige yours, very truly, 
J. WALTER 


—-- 


THOMPSON, 


TuIs is the golden age of journal- 
ism. Never in the history of news- 
paper making was so much money paid 
to editors, writers and reporters as 
There are a large number of high- 
salaried men on the Herald, World, 
7imes, Sun and the other leading New 
York papers. Boston, Chicago, St. 
Louis, San Francisco, Washington and 
Philadelphia newspapers pay their writ- 
ers and editors well. One man on the 
New York World is paid $15,000 a 
year, Three are paid $10,000 each. 
\ half dozen get from $5,000 to 
$7,000, and any number of reporters 
make from $2,500 to $5,000 yearly. 
Good managing editors are paid from 
$4,000 to $7,000; city editors from 
$2,000 to $5,000 ; special writers about 
the same, and a first-class reporter in 
New York can make from $2,000 to 
$5,000 yearly.— Foster Coates, of the 
V. Y. Mail and Express. 


now. 


INK, 
THE MIND SEES WHAT 
DOES NOT IN FACT EXIST. 
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Observe these two advertisements : 








Paris Exposition 1889 : 
$ GRAND PRIZES..-6 GOLD MEDALS, 


MENIER 
CHOCOLATE 


ABSOLUTELY PURE! 
VANILLA (Sante) QUALITY. 
ASK FOR YELLOW WRA 4c. A 
FOR SALE EVERYWHERE. 
BRANCH KOUSE, UNION 








Each has the appearance of being 
printed on a raised tablet. In the first 
one the outline of the tablet is con- 
tinued all the way around, and in the 
other it is not. The casual observer 


SIGK HEADAGH 


Positively cured 
these Little Pills. 





SMALL PILL. SMALL DOSE. SMALL PRICE. 





would hardly miss the lines which are 
needed to complete the tablet in the 
second advertisement; they exist almost 
as clearly in the mind of the observer 
as they do in the first example. Space 
is saved by their omission—the effect- 
iveness of the advertisement is not in- 
jured—in fact it may be a question 
whether the second not the more 
conspicuous advertisement of the two. 


is 


ADVERTISERS are cautioned against 
giving their business to agents who 
claim to possess ‘‘lower rates” or 
greater privileges than others. The 
agent who offers advertising cheaper 
than another does not do so because he 
hasa cheaper rate (statements to the con- 
trary notwithstanding), but by giving 
back a portion of his commission, thus 
admitting the inferior value of his own 
estimate of his personal service in the 
matter.—Bridgman, Birmingham & 
Co.’s Bulletin. 
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HE SEES THE POINT! 


In the Reporter of October 23 was 
copied from PRINTERS’ INK a letter 
from Mr. A. W. McLaughlin, of the 
Portland (Me.) Lvening L£xpress, 
strongly objecting, in the light of a re- 
cent home experience, to the practice 
of general advertising agents, of divid- 
ing commissions with advertisers. The 
comments of the editor of PRINTERS’ 
INK upon this letter were also copied 
in the same Reporter article, to all of 
which was added certain opinions of 
our own. 

PRINTERS’ INK, being published ky 
Geo. P. Rowell & Co., the well-known 
advertising agents, its editorial utter- 
ances upon matters of this kind may be 
considered, as above suggested, “‘ of- 
ficial’’ from the general agent’s point 
of view. Let us then note what the 
editor of PrRinTERS’ INK proposes in 


his notes upon Mr. McLaughlin's let- 
We quote : 


ter. 


** The true policy is either to allow no com- 
mission at all to agents, or, to let the agent do 
what he chooses with his commission, and to 
tellthe advertiser, who asserts that the agent 
will divide it with him. Well, if he will I 
shall, bye and bye, have to reduce his com- 
mission, or cut him off altogether, but in the 
meantime, if your order comes through hin, I 
shall accept it, and allow him the commission, 
If you give t it direct, | must receive the sched- 
ule rate. 

The first thing to note is that the 
voice speaking for the agent in this 
matter is in exact accord with the voice 
of the publisher, in pronouncing “‘ di- 
viding commissions” a wrong thing on 
the part of the agent, so wrong as tocall 
for the discipline of reducing his com- 
missions, or even the punishment of 
cutting him off altogether. It is worth 
while to put a pin in here, by repetition. 
The advice of PRINTERS’ INK is, if the 
agent be allowed any commission, let 
him ‘* do what he chooses with it,’’ but 
— if he choose to divide it with an ad- 
vertiser either to reduce that commis- 
sion, or cut the agent off altogether! 
Isn't this a permission to do it if you 
dare, with a threat for the daring? But 
there follows another and more radical 
suggestion ; for, in an issue later than 
that above alluded to, PRINTERS’ INK 
refers again to the McLaughlin letter, 
repeats its own suggestions, copies the 
comments of the Aeporter, and says: 

“The most effective remedy for the evil is 
for the publisher to recognize but one agent 
in a city, and then to insist that he shall be 
guided by instructions: failing which he is 
discharged and another appointed to his 
place.” 


PRINTERS’ IN 


1K. 
in the 


ae 


Here a “evil” is directly 
recognized as an ‘‘evil."" The whole 
discussion of the matter in PRINTERS’ 
INK has been so evidently in good 
faith, free entirely from any suspicion 
of ‘** poking fun” at Mr. McLaughlin, 
that it must be supposed that this sug- 
gestion is intended in a serious light, 
and that what is proposed as ‘‘ the most 
effective remedy” is really advised as 
the best thing to be done by the pub- 
lisher. It is a sweeping reforming in- 
deed, and is so far reaching in its in- 
evitable change of the relations, not 
alone of the publisher and advertising 
agent, but of the advertising agent and 
the advertiser as well, that it must have 
careful examination before adoption 
as a beneficial reform all around. Let 
us suppose that it were universally 
adopted. We would have then our ad- 
vertising agencies, ‘‘ general’’ no long- 
er, but each one a special agent for a 
large number of periodicals, in which 
he alone in his city could place adver- 
tising, and the commissions on which 
he must not divide.—A merican Adver- 
tiser Reporter. 

anal 
MATTER FOR 


READING SALE. 


EXTRACT FROM A CIRCULAR ISSUED 


NEW YORK WORLD, 


BY THE 


lf you are desirous of making your busi- 
ness, or any of its branches, thoroughly known 
to the people of the country, you cannot do it 
more effectively than by having it described 
in a Reading Notice, to appear in * 
The World. Display advertising has its uses, 
but it compares wi th ‘‘ reading notices’’ much 
as the *‘ headlines”’ of a newspaper article do 
with the article itself, or as a ‘* price list’ does 
with an “illustrated descriptive catalogue.’ 
Display advertising is a bulletin announce- 
ment, the reading notice tells the whole story. 
There is no house which cannot increase its 
business by telling the trade all there is to tell 
about its methods, goods, processes, etc. 
Readers of such notices compare the account 
given with what they know of their treatment 
by the houses they deal with, and are fre- 
uently led thereby to transfer their custom. 
Try the experiment once and you will repeat 
it as others have done. 
G. W. Turner, Business Manager. 
er WILSON. 


—— 


THE first rule is to advertise some- 
thing that is of general utility, for which 
there is, or ought to be, a wide market. 
— Louisville (Ky.) Home and Farm, 


IF his advertisement be so brief and 
so pointed that a glance will absorb the 
whole of it, or absorb enough of it to 
make the reader remember it, then the 
advertisement has accomplished its 
mission.—V. C. Fowler, /r. 





PRINTERS’ INK. 


A GOOD IDEA, 








To-day &8 


T0-morrow 
at our Broadway Store, 

We will offer extra fine values in 
Boys’ Cheviot Suits, 
strictly all wool, (4 to 15 yrs,) 
at $4. oo. Regular price $6.50, 
Boys’ Reeters, 
made of fine blue*Fur Beaver, 
(4 to 18 y’rs,) 


$5.50 & $6.50. 


Lord Taylor. 














A conspicuous and attractive adver- 
tisement. 

Che most careless reader could hard- 
ly fail to notice this among the sur- 
rounding advertisements. 

Skillful advertisers and advertising 
agents have always advocated the use 
of blank white space between the rules 
and surrounding the reading matter. 
In this particular case one quarter the 
length of the entire advertisement (four 
inches in the original) is given up to 
white space at top and bottom in addi- 
tion to that at the sides. There are 
but twelve printed lines in the adver- 
tisement ; being thus brief their mean- 
ing may be grasped at a glance, and 
the advertiser's name, set in a different 
style from the body of the advertise- 
ment, is also impressed upon the read- 
er's mind at the same time. 

Stating the price of the advertised 
articles is another feature in this adver- 
tisement which appeals with special 
force to that great class of people with 
vhom the price, or the limit of price, 

f an article is the only point that is 
definitely settled; its appearance or 
juality is a matter for after considera- 
tion, to be settled upon examination. 

Great retail establishments in large 
cities have, of late years, thus used 
their advertisements largely as a means 
of securing the patronage of immediate 
purchasers, assuming that the local 


IgI 
public is already sufficiently familiar 
with their names, their line of business 
and their location. 

As an instance of this no address is 
given in the advertisement printed 
above ; the particular class of purchas- 
ers to whom this firm desires to cater 
being supposed to know where their 

* Broadway store ” is situated. 
YOUTH TEMPORA- 
SUSPENDED 


A GROWING 
RILY 
Mount VERNON, 
Nov. 28, 
P. Rowell & Co. 
Dear Sirs—The failure to get a certain 
sum promised has necessite ated the temporary 
suspension of the Gre — Youth. 
Very truly, B. Hawkins, 
Publisher of a Growing Youth. 


N. Y., | 
1889. 


Vessrs. 


Geo, 


--- 


LONG after the dealers in many 
kinds of merchandise had learned the 
value of advertising and had profited 
by it, there were almost as many more 
still governed by the ancient prejudice 
who preferred to perish in respectable 
seclusion rather than invite the public 
to come to them. This was the case 
not only with lawyers and doctors, but 
with jewelers, tailors, dressmakers and 
many other trades that for some reason 
were supposed to flourish only in the 
dark. The fashionable tailors long 
clung to the idea that advertising was 
not respectable, and there are a few 
old-timers yet who cannot bring them- 
selves to anything more undignified 
than private invitations to their custom- 
ers, and look on aghast while younger 
rivals fillthe columns of the newspapers 
with attractive descriptions of their 
goods and gather in the custom that 
used to go to them.—Philadelphia 
Times. 

** PRINTERS’ INK” is a valuable pub- 
lication on account of its many excel- 
lent ideas with regard to advertis- 
ing * * *,—WNational Jour nalist. 

IN most cases the agencies will pay 
any reasonable amount when they know 
that they are getting the lowest rate 
that they or any one else can get.— 
Petoskey (Mich.) Democrat. 

ooo 

IT is all very well to be able honestly 
to say that you have the best goods in 
the market, but the manner in which 
you will tell that big and truthful fact 
is as great a thing.—.S¢. Louis Artist 
Printer 
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PRINTERS INK. 


A JOURNAL FOR ADVERTISERS, 


GEO. P. ROWELL & CO., Pus.isuers. 
Office: No. ro Spruce St., New York. 


Printers’ Ink is issued every Wednesday. 
Subscription Price: Two Dollars a year in 
advance ; single copies, Five Cents. No back 
numbers. 

ADVERTISEMENTS inserted at Twenty-five 
Cents a line, agate measure. $50 a page; 
$25 for one-half a page ; $12.50 for one-fourth 
page, each issue. First or Last Page, $100, 
each issue. Second Page, next tc the Last 


Page, or Page first following reading matter, 
$75, each issue. 


NEW YORK, DECEMBER 55, 1880. 
CIRCULATION. 
THE CIRCULATION 
NEWSPAPER ? 


WHAT IS OF A 


WHAT IS MEANT BY THE WORD CIR- 


CULATION ? 


, New Jersey, Dec, 4, 1889. 

Messrs. Geo. P. Rowell & Co. : 

GENTLEMEN—RBefore ordering an advertise- 
ment to be inserted in the American News- 
paper Directory | want to ascertain whether 
the statement (or even the affidavit) of an un- 
principled, unscrupulous publisher is to be ac- 
cepted, without investigation, in giving that 
publisher a rating in Directory for 1890. Is 
it fair to honorable publishers to have one 
person who sends out hundreds of “ sample” 
— monthly, or who during a political row 
is hired to send his sheet broadcast over the 
country—is it fair to allow such creatures to 
count those issues as bona fide circulation? 
Please let me hear about these facts before I 
send my advertisement or order the Direct- 
ory. Yours, 

, publisher of 

It is possible to know for a certainty 
how many copies of a newspaper are 
actually printed. It is impossible to 
tell what becomes of every copy. A 
paper selling a thousand copies at five 
cents each is worth more to an adver- 
tiser than another paper selling a 
thousand copies at one centeach. A 
thousand copies given away are not 
worth as much to an advertiser as a 
thousand of the same publication when 
bought and paid for: yet gratuitous 
copies of a periodical of a high-grade 
may do more service than the same 
number of bought and paid-for copies 
of a publication of lower grade. 

There are two questions which an 
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advertiser will consider in connection 
with the question of newspaper circu- 
lation. 

First, What is the quantity of the 
circulation ? 

Second, What is the quality of the 
circulation. 

The only measure of quantity is the 
number of copies printed. Of quality, 
there are several standards of value. 
What becomes of the papers after 
being printed is an important consid- 
eration. Quantity without quality is 
worth much. without 
quantity is not worth anything. 

ge 

AN advertising agent when called 
upon by a customer to prepare an ad- 
vertisement for him, must not make the 
best announcement possible, but such a 
one as will be most likely to please his 
client. 

** Find out what your client wants to 
do, and then advise him to do that,”” 


not Quality 


was the advice once given by an old 
The agent 
has to do pretty nearly the same thing. 

The marked value of a half-inch 
white space at the top of an announce- 
ment, in making it conspicuous to the 
eye of a reader, is something which few 


lawyer to a young one, 


advertisers can appreciate, although 
the fact is unquestioned. 

The advertising agent knows that a 
little unoccupied space possesses power 
to catch the eye of a reader, and that 
is the main object in view in the prepa- 
ration of an advertisement. 

If the agent felt justified in assum- 
ing the responsibility he would often 
boil down the matter furnished him to 
a concise statement of facts: 
would then devote all the space neces- 
sary to make the facts conspicuous : 
but suggestions to this effect from the 
agent are rarely received by the adver- 
tiser with much enthusiasm. A shrug 
of the shoulders generally gives expres- 
sion to the idea which is present in his 
mind. He fails to see any good rea- 
son why all his space should not be as 
fully occupied as type will admit. 
Sometimes an advertiser will use a 


he 
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. 
type so small that only young eyes can 
read it, although the article to be sold 
may only find buyers among the old 
and middle aged. 

A good advertisement inserted once 
is worth many of 
one which is blind, poor, illegible or 
likely to escape being seen by a reader 
of the paper. 


consecutive issues 


SUPPOSE that an advertiser asks an 
advertising agency to name the lowest 
figures for the insertion of a specified 
advertisement, to appear in a specified 
position, in each of a designated list of 
newspapers. 

Suppose that the estimate is received 
by the advertiser and that the prices 
which are named by the agent are satis- 
factory to the advertiser. 

Suppose that the advertiser orders 
the agent to insert the advertisement in 
the papers named, and at the prices 
which have been furnished in the esti- 
mate. 

Now the question to be considered is 
this: Is the advertiser entitled to ex- 
pect that the advertisement will actually 
appear in all the papers, and occupy in 
each the position specified ? 

No matter what he expects, it never 
comes out that way. 

Never! 


THERE are weekly newspapers, hav- 
ing very large circulations, in which 
the cost of an advertisement, to be in- 
serted every other week for a year, is 
more than the cost for the same service 
n connection with a smaller advertise- 
nent to appear on the alternate weeks 
luring the same time. For example: 

one-inch (14 lines) advertisement in 
the New York Weekly Tribune, to be 
nserted every other week for one 
year, would cost $1 per line each time, 
$364. Should the advertiser order a 
the alter- 
twenty-six issues the additional 
harge would be $78, which, added to 
he price of the former advertisement, 
nakes the aggregate $442 for the year: 
ut this would now be considered a 


early contract, and subject to a dis- 


ree-line advertisement in 


ite 


INK. 
count of 25 per cent. ($110.50), which, 
deducted from the total of $442, leaves 
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$331.50 as the net cost of the two 
advertisements: actually $32.50 less 
the 


alone, running every other week for 


than for one-inch advertisement 


one year. 


THE degree of esteem in which a 


well-established advertising agency is 
held by a newspaper publisher is gen- 
erally found to be in ratio to the im- 
portance of the paper over which the 
publisher presides. 

In illustration of this idea three cir- 
culars are quoted below, all of which 
came to notice of the editor of PRINT- 
ERS’ INK ina single day : 

The New York World. 

You will see by inclosed circular that the 
New York World changes the width of its 
columns on December 9, 1889. We cannot 
insert your present cut in the Weekly World 
of December 11. We can insert the reading 
matter of your advertisement if you send us 
orders THROUGH YOUR ADVERTISING AGENT 
to do so. 

Tne Str. Lours Rervauic, |} 
Jec. 5, 1889. 5 
Geo. P. Rowgeut & Co.: 

Gentlemen—Y our attention is called to the 
circular letter which has to-day been sent to 
about one hundred of the leading publishing 
houses. You will observe that we solicit their 
orders either direct or through a responsible 
advertising agency. We trust that you may 
be able to secure your share of the business 
that may result from the letter. 

Yours truly, Cuas, W. Knapp, 
Publisher of the Repudiic. 
The 

The Lwening Wisconsin has no special 
agents in New Vork or in any Eastern city. 
It accepts orders from advertisers at its regu- 
lar rates, the same as from established adver- 
tising agents, Its commission to leading 
agents is small—sufficient to pay a well-con- 
ducted agency to do the business. It is im- 
material whether advertisers do their business 
with the home office or with some responsible 
agent. Advertisers will be charged the same 
net rate in either case. By this fair and just 
rule of business the Wisconsin deals with all 
who seeks its columns. 

The Grand Island (Nebraska) Herold. 

The Grand Island (Nebraska) Hero/d ends 
its last circular to advertisers with the words: 
* No advertisements recetved through adver- 
tising agents,” and prints in red letters across 
the face of the circular these words: ** AZ 
hinds of goods received for advertising.” 


Vilwaukee Evening Wisconsin. 


These extracts exhibit the tendency 
of the times. The paper which gives 
advertisers the worth of their money 
prefers, or is at least quite willing to 
have foreign orders come through the 
legitimate channel—the advertising 
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agency. On the other hand, the paper 
that an agency can rarely have occa- 
sion to recommend is compelled to 
make appeals to the advertiser direct, 
and to announce: ‘‘ All kinds of goods 
received for advertising.” 


THE public now demands far better 
mechanical work on their periodicals 
than ever before in the history of news- 
papers : poor paper or presswork on a 
weekly or monthly publication indi- 
cate failure. 


HAS ADVERTISING SPACE 
IN THE COLUMNS OF A 
NEWSPAPER ANY 
MARKET PRICE? 


No one is more competent to answer 
this question than the man who has ad- 
vertising space to sell. 

Note the following extracts from 
the rate cards of a few daily newspa- 
pers of high comparative grade, every 
one of whom is in receipt of a good 
share of public patronage : 


Advertisements inserted three times a week 
same as every-day rates.—Bridgeport (Conn.) 
Standard. 

Will not accept any every-other-day con- 
tracts.— Cheyenne (Wyoming) Leader. 

Advertisements marked every-other-day 
charged the same as every day. Those print- 
ed three days in the week charged at two- 
thirds full price.— Bridgeport (Conn.) Farmer. 


Every other day advertisements same price 
as if inserted every day ; three times a week, 
three-fourths regular rates.—H/art/ord (Conn) 
Courant. 


Every other day advertisements five per 
cent less than for every day.—Lawrence 
(Mass.) American. 


This peculiarity of rates is not un- 
usual; on the contrary, is quite com- 
mon. Yet there are many newspapers 
which accept a contract for every other 
day insertions at half the schedule rates 
for every day; and most shrewd adver- 
tisers make contracts for insertions 
every other day, because they find in a 
majority of cases the publisher actually 
will insert in every issue, thus giving 
twice as much service as he is paid for. 

This is not done by metropolitan 
papers. It is a result of printing a 
sheet which is larger than the require- 
ments of its advertising patronage 
demands. 


SPECIAL NOTICES. 


Advertisements under this head, without any 
display, inserted at 2c. a line each issue. 


UDGE. NEW YORK CITY. Weekly. I- 
e lustrated. Everybody knows about it. 
All large advertisers use it. A trial will con 
vince any one of its merits. 


he oe INKS fo for ’ Typewriter Cireu- 
—We manufacture INKS for this 
oii ~~ pose—purple, blue, or any speci- 
fied shade—in cans from one o pound upwards, 
Price, $1.50a pound. Addr 
PRINTING INK Co. (Limited), 1 140 Wititam St., 
New York. 


Vy JEST SHORE is the handsomest illus- 
trated weekly in America, and the only 
illustrated Journal west of the Rocky Moun- 
tains. Circulates everywhere in the West. 
Sample copies and other information cheer- 
fully furnished. L. SAMUEL, Publisher, 
Portland, Oregon, 


VOR SALE,—An established Republican 
paper,in one of South-West Missouri's 
best towns. Circulation, 1,300; cash busi- 
ness, $5,500 yearly. Those meaning business 
only, need apply. Lay reason for selling. 
Apply for perticulare, to 
LPHA, P. O. >. Box 672, B. Y. City. 


HE NEW YORK F PRESS; Daily, Weekly 
and Sunday : THe Press was first pub- 
— December 1, 1887. Cireulation Feb- 
'y 1, 1888, 26,550. ‘Circulation June 1, 45,944. 
c ireulation ee 1, 66,482. Circulation Se 
tember 1, 76,480. Circulation October 1, 90, 
Circulation’ October 27, . Circulation 
November 7, 254,846. ahcarinen should ob- 
serve and use the NEW YORK PRESS. 


FS SALE—In a large large and prosperous New 
England City, an entire daily newspaper 
establishment, well fitted out, and type, 
presses, &c., in first-class condition. Only 
one other morning paper in the city, and a 
fine field for a newspaper success. Only a 
moderate amount of capital necessary. For 
full particulars, address “ Morning Paper,’ 

care H. P. HupBarp & Co., New Haven, Conn. 


VHE LEWISTON JOURNAL has a larger 
circulation than any other political 

paper in the State of Maine. The 2 
Journal issues three editions daily. 
Weekly Journal has an actual cireulation of 
more than 15,000 copies. and is the only 
secular paper in the State to which the 
a Belle ive.’ ewspaper Directory gives the 
* Bull’s-E 

To edvation thoroughly in the City of 
Lewiston advertisers MusT use the Daily 
Journal. To advertise most economically 
over the entire State of Maine every adver- 
tiser is obliged to use the Weekly Journal. 
Complete files and advertising rates may 
be found at the office of Geo. Rowell & 
Co., 10 Spruce St., New York, who are the 
special agents for ‘the Lewiston Journal. 


LLEN’S LISTS—85.40 | r agate line for 
Over One Miliion Monthly Circulation, 9 
per cent. of which reaches rural homes. 
any General Advertiser whose goods are in 
demand, or who wishes to create a demand 
from the masses, of the country districts, of 
the United States, afford to remain unrepre- 
sented in these monthlies? These monthly 
periodicals reach all parts of every State and 
Territory. In making application for an 
estimate of the cost of advertising in a choles e 
selection of monthly publications Dr. J. 
Coblentz, of Fort Wayne, Ind., writes : Now 
et me something that beats Allen’s List, it 
sadandy.” Allen’s Lists are so frequently 
referred to by advertisers as producing large 
results, that it would seem _ proper that the 
attention of the readers of PRINTERS , 
should be called to 7. Address GEO. 
ROWELL & CO’S New: spaper DSpoes 
10 Spruce St., New k. 
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THEHOUSEWIFE; 


Cc netetenes Number opens with the 
first chapter of 


“TRIP” «3? or Housewife 
Elizabeth Stuart Phelps 


Author of ** The Gates Ajar.”’ 
A more beautiful story this gifted author has 
~ never written, The scene is laid in the plague- 
stricken city of Jacksonville ; and the experi- 
ences of ** "REP % are related in so 
thrilling a way that each canis r feels him- 
self a party in the soul-stirring incidents 
that overtake the hero and his friends, 
| and must be the better for the acquaint- 
anceship with the noble qualities of 
|** TRIP, 9° “ THe Dunns’ Curist- 
mas,” by DAVID LOWREY, anda 
Cc hristmas story for children, complete the 
fiction. Tue Sreaminc Urn,” of 
MES. JOHN SHERW oon, 
the authority on etiquette, answers many 
questions for those desirous of giving an 
4 AFTERNOON TEA,” in the mostap Pa 

fashion. EMMA MOFRF 

© WNG contributes a paper on “* td I- 
pay GAMES AND Decorations,” that will 
aid the home decorator to give those 
festive touches to house and table so de- 
sirable at Christmas time, and also sug- 
gest novel means of diversion. In ‘* Prac- 


ricAL Dress,” JENNY JUNE dis- 


cusses “ FasHIONABLE Faps tn Decora- 

rion,” ** WaLkinG Hunts,” “ Recerrion 

‘ebeht “aa | Gowns,” *“*‘ Eventnc Dress ror Giris,” 
. 4 “Artistic Harts,” “Hosiery AND 

Gtoves, ’ and tells the home dressmaker 


** How To Frinisu A Dress.” For the window gardeners what GEORGE R. KNAPP 
has to say about plants must prove timely. CH BRISTINE TERHUNE HER- 
KECK talks about the “ Employers anp Emp.tovep.” MEARIA PABLOA brings 
to the Kitchen Department a wealth of ideas for those interested in her subject. 
With poems by ROSE HAWTHORN LATHROP and HH, G, HAW- 
THORN E and the Chat-box and Needleworker full of good things, the December 
Housewlfe is a paper replete with holiday cheer, making one of the finest and choicest 
numbers ever issued. 


The Best Illustrated Monthly in the World for 50 Centsa Year, 


THE}OUSEWIFE: 


Is NOW published from NEW YORK CITY. 


PRESENT SUBSCRIPTION LIST (1889) - - ABOVE - - 100,000 
CIRCULATION ABSOLUTELY CUARANTEED. 
Affidavit, or N. Y. Post Office Receipt, furnished whenever desired, 
All advertisements must reach Business Office, 111 Nassau St., N. Y. City, by 
10th of the month next preceding date of issue. 


ADVERTISING RATES, 


irdinary displayed adv ertisements. é ..80 cents per agate line, 
DISC oU NTS. 


months, or too lines.......... . c 5 per cent, 
pas << Tes ? : . . . > _ a. 
“a “ . “ 20 “ 














500 - “ 
eading notices not desired ; but, if insisted upon, will be accepted at #1 50 per agate line 
for entire space occupied, subject to above time and space discounts. 
Bills payable monthly. Cash with order from advertises unknown to us. 
HOUSEWIFE PUBLISHING Co., NEW YORK CITY, N. Y 


Advertisements received through any responsible advertising agency. 
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‘eoae'e THE SPORTING LIFE, sn’ 


Something to 





Its Wonderful Qualities as an Advertising Medium highly endorsed 


TESTIMONIALS THAT SPEAK FOR THEMSELVES AND MEAN VOLUMES. 





Letters Worthy of Perusal and Consideration by Every Advertiser. 





WALDO M. CLAFLIN, | 
S31 Chestnut St., Philadetphia, Pa. | 
GENTLEMEN—I advertised in your paper 
simply to get rid of your Mr. Dayton’s daily 
visits to my office. When I paid the bills 
month after month I felt that I was throw 
ing away the money. Later on orders began 
to come from very far away points—letiers 
commencing : “ Having read your ad. in THE 
Sporting Lirs,” etc. Then my feelings 
changed. Suffice it to say, the present finds 
me in the humiliating position af confessing 
that your paper is invaluable to my interests. 
Very truly, WaLpo M. CLAFLIN. 
To Sportine Lire Publishing Co., Phila. 


ANDREW GRAFF, 
281 Court Street. 

BROOKLYN, N. Y., Oct. 22, 1889.—Publishers 
Sportine Lirg. Dear Sirs—In answer to your 
request, I repeat what I told you personally 
at my office—that I have found THE SPORTING 
Lire the best medium for advertising of all 
lines of sporting goods, it having brought me 
more business than any other sporting jour- 
nal in the country, and I would advise all 
dealers to try the experiment. 

Yours respectfully, ANDREW GRAFF. 


H. H. KIFFE, 
318 Falton Street. 

BrRooxtyn, N. Y., Oct, 21, 1889.—Tue Sport- 
ine Lire Publishing Co. Gents—In roo to 
your favor would say that the reason I ad- 
vertise in your per is that I think it the 

best and cheapest medium for advertising. 

Yours, &c., H. H. Kirre. 


F. W. SAMUELS, 
9 South Meridian Street. 
INDIANAPOLIS, Ind., Oct. 26, 1889.—Editor 
Sportine Lire—I am agreeably surprised at 
the large circulation of THe SPorrTine Lire. 
It seems, by the returns received, that my 
advertisement has been read in every city, 
town, village and cross road Truly, THE 
Srortine Live is a great advertising medium. 
Yours truly, 
“Cranks; or, The Umpire’s Revenge.” 
F. W. SAMUELS. 


A. J. REACH CO., 
1022 Market Street. 
PHILADELPHIA, Nov. 8, 1889.—Sportine Lire 
Publishing Co. Gentlemen :— It is with pleas- 
ure that I can bear testimony as to the value 
of using the columns of Tue Sportine Lire 
for advertising. We commenced with your 
first number, and hope to continue, as we 
find it without question one of our most val- 





uable mediums. Very truly yours, 
5 REACH. 


J. D. SHIBE & CO., 
223 North Eighth Street. 

PHILADELPHIA, Oct. 24, 1889.—SportTine Live 
Publishing Co. Gentlemen :~—We take pleas- 
ure in saying that we have found THE Sport 
Inc Lire a valuable advertising medium. 
Have received orders from all parts of the 
country, and shall certainly renew our con- 
tract. Yours, ete., J. D. Supe & Co, 


JOHN CREAHAN, 
Continental Hotel. 
PHILADELPHIA, Oct. 17, 1889.—During the 
past six or seven years I have advertised 
regularly in Tue Sportine Lire. The result 
has been more than satisfactory. I regard 
THE SPORTING Lirg as one of the best adver 
tising mediums in the country. 
Yours, etc., JOHN CREAHAN., 


A. G. SPALDING & BROS., 

Chicage, New York, Phila., Londen. 
New YorK, Oct. 31, 1889.—THE SporTING LiFe 
Publishing Co., Philadelphia, Pa: Gentle 
men :—In response to your letter of this date, 
inquiring as to whether we wish to renew 
our advertising contract with you, would 
say that we do—most ‘emphatically. We 
have spent considerable money in your me 
dium during the past year, as you well know, 
and yet we do not think we have invested 
any money in advertising during the past 
year that has repaid us any better. We have 
always considered your paper one of the best 
mediums in the country, and our experience 
for the past year has only strengthened that 

belief. Yours truly, A. G. SpaLpine & Bros. 
y G. W. Curtis, Manager. 


KEEFE & BECANNON, 
157 Breadway. 

New York, Oct. 25, 1889.—Srortine Lire 
Publishing Co. Gentlemen :—Allow us to at 
test our appreciation of your paper as an ad- 
vertising medium. We are perfectly satisfied 
with the results of our ad, and consider that 
we have been amply repaid for our outlay. 

Yours, truly, Keere & Becannon, 


H. J. BERGMAN, 

1002 Arch Street. 
PHILADELPHIA, Nov. 5, 1889 —THE SPoRTING 
Lire. Gentlemen :—I am well pleased with 
the result of my advertisement in the Sport 
inc Lire. I am receiving applications an 
orders from all parts of the country, evel 
from distant parts where I do not care to sel 
my is. It is the only paper I have advei 
tised in where I can ascribe certain orders di 
rect to an advertisement. My card appeared 
in the first number, has ever since, and I ex 
pect to continue. Yours truly, H. J. Bereman 





Both our reading and advertising columns are as clean as any religious newspaper pul 
lished. Advertisements of doubtful character not inserted at any price. Our rates are 
fixed and final. No deviation. Guaranteed circulation of over 40,000 copies each issue. 





OUR ONLY AND LOWEST ADVERTISING RATES: 


One Insertion, 20c. per 
26 Consecutive ** 17 1-2c. 
52 = = 15c. 


Nonpareil line, each insertion. 
oo) + a7 77 


“ “ “ 


THE SPORTING LIFE PUBLISHING CO., 


34 SOUTH THIRD ST., PHILADELPHIA, PA. 
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The Housekeeper. 


A JOURNAL OF DOMESTIC ECONOMY. 


=: + ee - - 


Published SEMI- MONTHLY, at MINNEAPOLIS, Minn. 
CIRCULATION, 120, 000 ! 


Large Quantity. Good Quality. Advertising Space Limited, 


- 


THE HOUSEKEEPER (is published on the 1st and 15th of each month, 
{t circulates among the mothers and daughters of the country. Advertisements in 
‘THe Hovusekeerer adapted to this class of readers bring quick returns. 


ADVERTISING RATES: 
Ordinary Advertising, per agate line, cach insertion. “a>: 4a ee 
Reading Notices, per line, each insertion .... nana 150 


SCALE OF DISCOUNTS. 
#2 consecutive insertions....... 5 per cent. | 500 lines 5 per cent, 


| 
“ 
8 rh 1,000 . 
“ “ ‘“ “ “ “ “ 


24 ° 20 | 3,000 20 

(22 Either one of the above scales of discounts may be taken, but under no circum- 
stances can they be combined on the same order. 

Copy for advertisement should be in not less than one month before date of publication. 
We do not guarantee positions. 

Advertisements received through any y responsible adv ertising agency. 





The publishers of Commercial 
y | [ Union, of Chicago, Ill., have just 
issued the eighth volume of their 


Pacts ReEpoRTER, which contains the names and financial rating of all the people in 
the United States and C anode who expend money for newspaper advertising. 

This book constitutes a list of about 48,500 advertisers. A sample copy of PRINTERS’ 
INK, of the issue of January rst, 8th and 15th, will be sent to every individual, corporation 
or firm who has a place in this list. To or.-third the issue of the 1st; to one-third the issue 
of the 8th ; and to one-third the issue of the rsth. 

These are in addition to the regular mail list subscribers of PRINTERS’ INK. Dupli- 
cation is prevented by a careful comparison of the lists. 

The average issue of PRINTERS’ INK for the year ending December rst, 1889, was: 


{1,323 Copies Each Issue. 
The edition of PRINTERS’ INK for December rst was: 


15,750 Copies. 


The publishers of PRINTERS’ INK assert that no issue in the 
year 1890 will be so small as: 


20,000 Copies. 





Copy for advertisements to appear in the January Ist issue 
of PRINTERS’ INK must be in hand on or before (Christmas 
Day) December 25th. Address— 


GEO. P. ROWELL & CO., Publishers, 
10 SPRUCE ST., NEW YORK. 
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SAN FRANCISCO 


Morning Call, 


(ESTABLISHED 1856). 





SWORN CIRCULATION: 


Daily 46,130. Sunday 49,710. Weekly 22,000 





EFACTsS. 


That the San Francisco CALL is the leading morning newspaper of California. 
That its real bona fide paid-for circulation is larger than that of any other 


newspaper on the Pacific Coast. 


That it is unquestionably ¢he family newspaper. 

That it leads all others in news matters. 

That its reliability in all things during the ¢hirty-three years of its existence 
has gained for it the confidence of the public. 


That it is not a sensational paper. 


That its a appearance is equalled by few and excelled by no 


newspaper in the U. 


That its clean and Sei reading matter makes it welcome in the home circle. 
That having the confidence of its readers, advertisements in its columns are 


favorably regarded. 


That the leading Eastern advertisers have steadily used it for many years 


and are still among its patrons. 


That the San Francisco merchants who want to reach the purchasing class 
use THE CALL to a greater extent than any other paper 

That the best and most positive proof of these assertions are the testimonials 
of the leading San Francisco merchants herewith p poessaet. 


3.3. O'BRIEN & co., 
Dry Goops Importers. 
San Francisco, Sept., 1888. 
Having been a continuous advertiser :n the 
Morninc Cau for the past twenty odd years, 
we beg to state that we have at all times con- 


sidered it the best medium used by us for ad- | 


vertising purposes. Xesx/¢t and observation 
satisfy us that it circulates in the home cir- 
cles toa greater degree than any other news- 
paper printed on the Pacific Coast. This is 
so confirmed that we rely almost wholly upon 
its columns for whatever part of our success in 

is dependent upon newspaper adver- 
tising. At the present time we are using its 
columns to the extent of $30,000 per year. 

. J. O’Brien & Co, 





M. J. FLAVIN & CO., 
Tue I. X. L. Stores. 
San Francisco, Sept., 1888. 
We take pleasure in stating that the Morn- 
inG CALL is one of the best advertising me- 
diums on the Pacific Coast, 7/ mot the best. 
The above facts we prove practically when 


we state that we hardly believe that we have 
been out of that paper three consecutive days 
in seventeen years. M. J. Fravin & Co, 


KEANE BROS., 
Dry Goops Importers. 

San Francisco, Sept., 1888. 
Having used the columns of the MorninG 
CALL very extensively for a number of years 
past, we desire to testify to its effectiveness 
as an advertising medium. Its general circu- 
lation among the public,and principally in 
the homes of ail classes, commends it to all 

judicious advertisers, Keane Bros. 


CITY OF PARIS 
Dry Goops Emporium. 

San Francisco, Sept., 1888. 
We desire to state that for many years we 
have used the columns of the Morninc Catt 
as a medium to reach the Aomes of all classes 
in the community. We value it as one of, if 
not the very, dest rn, mediums in Cali- 

fornia, x. Vernier & Co. 





If you want to reach the HOMES of the people of California, 
you cannot afford to do without THE CALL. 


NEW YORE OFFICE: 
90 POTTER BUILDING. 


F. K. MISCH, 


Eastern MANAGER. 





PRINTERS’ INK. 
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THE EVENING WISCONSIN BUILDING. 


The EVENING WISCONSIN has no special agents in New York orin any Eastern 
city. It accepts orders from advertisers at its regular rates, the same as from 
established advertising agents. Its commission to leading agents is small—suf- 
ficient to pay a well-conducted agency todo the business. It isimmaterial whether 
.dvertisers do their business with the home office or with some responsible agent. 
Advertisers will be charged the same net rate in either case. By this fair and 
just rule of business THE WISCONSIN deals with all who seek its columns. THE 
WISCONSIN has been under the same management for over forty years, always 
harging a fair and a uniform price for its advertising columns. Advertisers may 
know what to depend upon when they place their orders in its columns. Every 
.dvertisement is printed in every edition and extra. The constituency of Tag 
WISCONSIN cannot be surpassed in character by any journal of like circulation. 
We send estimates to all who apply. Address CRAMER, AIKENS & CRAMER, 
Milwaukee, Wis. 





PRINTERS’ INK. 


Miscellanies. 


‘*Here’s a go! Johnson, the mur- 
derer, has just been found innocent, and the 
Governor has telegraphed a pardon. We've 
got the whole account of the hanging set up, 
with illustrations, and the form is on the 
press !—Li/e. 


A country editor in Nebraska has 

om been robbed of $200, and sympathy for 

is loss is swallowed up in curiosity to know 
how he got so much money.—Z «change. 


‘*Who are the brilliantly dressed 
military men on the opposite side of the 
room ?”’ she asked at the ball. 

“ Those are some of our glittering generali- 
ties,”’ replied her editorial escort.—/udge. 


Professor Todd has gone all the way 
to Africa to observe the eclipse of the sun. 
He might have spared himself some trouble 
by going down to Park Row and watching the 
erection of the new Wor/d building.—Mun- 
sey’s Weekly. 


Modern Editor—How many answers 
have you received to our question, ‘ Which 
would you rather be, a bootjack or a cow?” 

Assistant— Five hundred ; make seventeen 


pages. 

Modern Editer—Are they all in type? 

Assistauut— Yes, sir. 

Modern Editor—Did you write a ten-column 
article about our new building ? 

Assistant—Yes, sir; makes ten and a half. 

Modern E ‘ditor—Did McGinnis get the 
1,000 “‘ want”’ ads I sent him to beg, borrow 
or steal ? 

Assistant—All of them, 

Modern Editor—Very good. Now write a 
few columns about our increasing circulation, 
and we will go to press.—New York Weekly. 


PRINTERS’ INK is to be issued every 
week, instead ¢. o. w. he reason for this 
change seems to be that it is wanted every 
week—the best possible warrant for it. No 
wonder, for it is a bright, newsy journal, hav- 
ing the happy faculty of frequently saying 
something interesting and thought-provoking. 
—American Advertiser Reporter. 


Johnson— Newspapers are believers 
in Spiritualism, sure enough. 

Ponson—Not many, I guess. 

Johnson—Oh, ves; they all claim to be 
first-class advertising mediums.—Acarney En- 
terprise. 


“Any startling news in the paper 
this morning, Mr. Homerun?”’ asked his wife 
at the breakfast table. 

“Startling? Well, I should say so!” ex- 
claimed her husband, excitedly. ‘* Here is an 
article headed, ‘ Mulvey Signs with the Broth- 
erhood,’”’’—Norristown Herald. 


Littleshort—Can you let me have a 
small«ham until the first of the month, Mr. 
Herring ? 

Grocer—We are running this store on the 
religious-newspaper principle now, Mr. Little- 
short. 

Littieshort—How? In what way ? 

Grocer—We never give credit for anything. 
—Puck. 


Official-looking Caller (with copy of 
daily paper in his hand, sternly)}—Is this your 
advertisement ? 

Member of firm of Junk, Secenhand & Co. 
(looking it over)—Yes, sir. 

*You have ‘ cast off clothing of all kinds,’ 
have you?” 

“We have, my friend. 
you ?”’ 

* You can come along with me, sir! My 
name is Anthony Comstock’’.—Chicago 7rié- 
une, 


What can I do for 


** Look here,” said the credit man, 

‘we can’t sell you those goods on four 
aa time. 

“Vy not, I gives you my note?’ 

“ But do your notes self on the street ?' 

**Mine gracious! no, or I vould go home 
and make notes instead of cloding.’’—Shoe 
and Leather Reporter. 


T It’s funny, sir, but there is 
hardly a vowel in this case, and there’s no 
dead matter to throw in. I can’t finish this 
job unless I can get some more ty 

Foreman—Never mind, then. Put it aside 
and set up this list of names of the places 
Stanley has passed through in Central Africa. 
—New York Sun. 


‘*T understand,” said a handsome 
young woman entering the printing office, 

that you employ only girls, and that you 
are in need of a forewoman.” 

“Yes,” replied the printer. 
make up a form?”’ 

* Just look at me and see,” 
turning herself around. 

She was engaged.—Soston Courier. 


“Can you 


she answered, 


S. S. Superintendent—Now, chil- 
dren, who is it that gives us wonderful bless- 
ings and gifts of every kind? 

Susie (who is thinking of Christmas)—Santa 
Claus! 

S. S.S.—No ; one greater than Santa Claus, 
greater than any man, to whom even the Presi- 
dent of the United States locks for direction 
and guidance. 

Susie (whose father is a Democrat)—Mr. 
Wanamaker.— Puc 





Privrers’ Inx: New York, December 15, 1889. 





